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ABSTRACT  
Social media have become interwoven with consumers’ everyday lives, altering the traditional 
ways in which consumers and brands interact. Despite the proliferating development of 
effective digital content as central to driving brand-consumer engagement, research suggests 
that there are uncertainties in the perceptions of companies about the value of the content they 
produce on the one hand, and those of its consumers on the other. This study specifically seeks 
to uncover this indistinctness by analysing the content that marketing professionals in this 
industry provide on social media platforms and consumers’ responses to that content. 
  
Underpinned by uses and gratifications theory, this study applies a combined interpretive 
(deductive and inductive) analytical stance and netnography approach. The findings reveal 
discrepancies in the respective perceptions of the content that provides gratification to 
consumers and that which is published by brands; extends the body of knowledge pertaining to 
uses and gratification theory by identifying new themes of consumers’ needs and motives that 
drive interaction on social media; and provides a best practice guide for practitioners. 
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INTRODUCTION 
 
Today, the internet provides instantaneous access to information that is relevant and useful, and 
that plays an integral role in influencing the early stages of a consumers’ purchasing journey 
(Joo, Choi and Baek, 2018:941; Shaltoni, 2017:1009; Holliman and Rowley, 2014:285). Song 
and Yoo (2016:84) add that consumers are increasingly spending more time online, with their 
decision to purchase from a selected brand becoming highly influenced by their interactions 
with brands across online networks. Social networking sites, in particular, are described as 
“spearhead platforms” for establishing and maintaining transactional, communication, and 
relationship-building activities by brands (Odoom, Anning-Dorson, and Acheampong, 
2017:383; Kabadayi and Price, 2014:203), and are also noted as having a substantial impact on 
a consumer’s purchasing journey, which includes searching for information, purchasing 
behaviours, noticing brands, assessment, and after-sale communication (Gümüş, 2017:1). 
However, in order to access such relevant and valuable information, consumers rely on 
businesses to create it (Cramer, 2015:12).   
 
The preferred type of online content, and the content orientation that drives the most user 
engagement, is in need of further research (Dlamini and Johnson, 2018:201; Joo et al., 
2018:941; Dolan, Conduit, Fahy and Goodman, 2017:3; Ji and Wang Fu, 2013:396). 
Ambiguities about the effective use of these platforms in respect of the nature of the online 
content that consumers perceive to be valuable, and about the effective use thereof by 
organisations, are also apparent (Habibi et al., 2015:639; Gan and Wang, 2015:353; Holliman 
and Rowley, 2014:269). Joo et al. (2018:941), Odoom et al. (2017:383), and Dolan et al. 
(2017:3) state that, given the burgeoning nature of social media and social networking sites, 
there is a need for more studies across several business levels, sectors, and contexts that 
examine the adoption, usage, strategies, and outcomes of social media, with the aim of 
developing theory. There may also be a gap in the perceptions of the value and content 
gratification factors on the part of different groups, such as marketers and consumers (Coursaris 
et al. 2016:6; Kachersky and Lerman, 2013:544).  
 
With a high demand for the recovery of stolen vehicles, the South African telematics industry 
plays an important role in reducing the risk and impact of ever increasing vehicle related theft 
and crimes in the country (Edmeston, 2015; InsuranceChat, 2011; McGuire, 2016; PFK 
Electronics, 2013). According to a 2015 survey, there are an estimated 200 Telematics services 
providers in South Africa, but the market is dominated by the following five large players: MIX 
Telematics, Cartrack, CTrack, Altech Netstar and Tracker (Andersson, 2016; Malinga, 2016). 
Social media has become an imperative digital tool for South African marketers, with 91% of 
the major South African brands using specifically Facebook as an advertising and brand 
building tool (Duffet, 2019:20) – the telematics industry being no exception and also a keen 
  
user of this platform. The oligopolistic nature of this industry however makes it a very 
competitive one and therefore continued strategies to improve social media effectiveness has 
become very important (Riley, 2017).  
 
 Accordingly, this study specifically seeks to develop digital content best practices specifically 
in the telematics industry, by analysing the content that marketing professionals in this industry 
provide on the social media platform Facebook, and consumers’ responses to and behaviours 
concerning this content.    
 
 The study specifically aims to: 
 
• Develop a better understanding of consumers’ online behaviours on the dominant social 
media platform, Facebook. 
• Identify which types of content seem to provide the most value, based on consumer 
reactions (in the form of ‘likes’, sharing, commenting). 
• Explore whether there is synergy between what marketing professionals deem to be value-
adding content, and what consumers perceive to be value-adding content on this platform. 
• Extend the body of knowledge pertaining to uses and gratification theory by exploring 
consumers’ needs and motives that drive the adoption of and interaction on the social media 
platform Facebook in the context of the telematics industry. 
 
This article has the following structure: the concept of digital and social media marketing is 
discussed, positioned within the context of digital content marketing and the South African 
telematics industry; this is followed by a discussion of uses and gratifications theory. The 
interpretive methods and netnography application used to address the research objectives are 
then provided. The findings are presented next, in which an analysis of the six dominant 
telematics brands in South Africa, based on their respective market shares, illustrates the 
content that marketing professionals in this industry provide on social media platforms, and 
consumers’ responses to and behaviours concerning this content. Insight into online consumer 
behaviour on the dominant social media platform, Facebook, is also provided. The paper 
concludes with a summary of its theoretical contributions and its implications for marketing 
managers. 
 
LITERATURE REVIEW  
 
The rapid evolution of the internet and the digital era is a dominant factor shaping how 
organisations and consumers interact today (Tsimonis and Dimitriadis, 2014:328). An adage 
commonly used to typify contemporary consumers’ perception is, “If a company cannot be 
found on Google, it does not exist” (Taiminen and Karjaluoto, 2015:633). Not only have 
marketing communication channels changed, but so too have the ways that brands communicate 
with their customers. The resultant power shift from brands to customers has challenged 
organisations with the question of how to maximise the potential gains from digital media 
channels. Brands are having to not only acknowledge the need to engage and interact with 
consumers in a two-way-dialogue, but also to evolve their role from being broadcasters to being 
aggregators of content, promoting collaboration and participation in online communities 
(Thornhill, Xie and Lee, 2017:87; Joo et al., 2018:941; Dlamini and Johnston, 2018:200).  
 
Digital marketing remains a novel approach to marketing, fuelled by the mass adoption of the 
internet in everyday life since the late 1990s (Digital Marketing Institute, 2017). It entails 
understanding consumer needs, and contains unique characteristics and dynamics that demand 
  
a thorough understanding by brands that seek to develop effective digital marketing tactics and 
strategies (Taiminen and Karjaluoto, 2015:635). Digital marketing can be defined as the 
creation of an integrated, measurable, and targeted communication process by brands, using 
new digital communication channels to acquire and retain customers, while building a deeper 
relationship with customers (Karjaluoto et al., 2015:703). Digital marketing’s fastest growing 
platform, social media, has risen in significance primarily due to its ability to grant brands the 
opportunity to generate consumer interaction, unparalleled media exposure, and the ability to 
reach unlimited numbers of consumer markets, at a considerable cost advantage over traditional 
media channels (Gruner and Power, 2018:73; Coursaris et al., 2016:7). Rathore, Ilavarasan and 
Dwivedi (2016:9) define ‘social media’ as “internet-based platforms that enable information to 
flow through social communication channels, providing decentralised user-level content, public 
membership, and also allowing for the creation and exchange of user-generated content”.  
 
Research adds that, in essence, social media’s greatest advantage is that it promotes interaction 
among users (Dlamini and Johnston, 2018:200; Scholtz, Calitz and Tlebere, 2017: 6; Kabadayi 
and Price, 2014:203). Taiminen and Karjaluoto (2015:634) suggest that social media enable 
brands to attract new customers, reach existing customers, increase organisational performance 
and efficiency, and improve overall growth and competitiveness. Gümüş (2017:2) and Joo et 
al. (2018:941) list the benefits of social media for brands as positive influences on the general 
attitudes and views of consumers towards brands, as well as increased sales, greater brand 
awareness, and reduced marketing costs. More importantly, social media are found to have a 
significant influence on every stage of a consumer’s purchasing journey, from searching for 
information to customer and service feedback (Gümüş, 2017:2). Social media, such as social 
networking sites, have become indispensable digital tools for South African marketers (Duffett, 
2017:20). In South Africa the social networking site Facebook is said to have an active base of 
18 million users, or more than a quarter of the country’s population (Kemp, 2018; World Wide 
Worx and Ornico, 2017).  
 
When it comes to adopting a social media platform for a brand, the process often starts with 
questions that range from where to open accounts, to how to grow these communities, how to 
measure results and, most importantly, which content provides the most value. Weller 
(2016:257) states that in order to truly understand why a platform is used, content insights are 
essential, along with research into the specific platform features (i.e., specifically looking at 
motivations to use single features within these platforms). For example, features on Facebook 
such as reacting, following, sharing, and commenting are crucial in the context of assessing the 
potential of videos or images to go ‘viral’; this indicates the level of engagement and interaction 
by consumers. Interactive customer experiences through social media are noted by Dolan, 
Conduit, Fahy and Goodman (2017:9) to act as a significant factor driving consumer 
behavioural aspects, including product- and brand-related advocacy, information acquisition, 
purchasing behaviour, and customer-led content generation, post-purchase communication, and 
customer-created product innovations. Scholtz et al. (2017:9) state that it is vital to examine the 
reason why, and how, individuals use social media, because the value of social media depends 
on user interaction. Scholtz et al. (2017:9) adopted the use and gratifications paradigm, coupled 
with social presence theory, to recognise that entertainment value and social-related factors 
(maintaining interpersonal interconnectivity and social enhancement) are important 
motivations driving Facebook usage specifically. In developing a comprehensive understanding 
of why consumers use social media, and in identifying the gratifications that consumers receive 
from content provided by brands, Whiting and Williams (2013:362) and Fin24 (2015) note that 
uses and gratifications theory again has specific relevance. Uses and gratification theory 
measures the social and cognitive needs that attract users to a particular medium and its content, 
  
and that retain them (Scholtz, 2017:9). These include the gratifications that users seek to address 
when they choose certain types of media, because various media differ in how they 
accommodate users (Scholtz, 2017:9).  
 
Whiting and Williams (2013:363) and Florenthal (2015:19) describe the common origins of 
social media and the uses and gratifications theory as rooted in the communications literature. 
At its simplest, ‘uses and gratifications theory’ refers to individuals seeking out media from 
among a range of competitors that fulfil their needs, and that ultimately lead to gratifications; 
in this case, these received gratifications are favourable predictors of media use and recurring 
media use. The practice of planning for the creation, delivery, and governance of useful, usable 
content, striving to set organisations apart from the clutter and noise online, in order to drive 
profitable customer action through various digital platforms such as social media, is called 
‘digital content marketing’ (The Content Marketing Institute, 2017).  
 
In order to provide customers with the value they demand and to foster relationship-building, 
Strategic Direction (2015:6) and Baird and Parasnis (2011:30) advise brands to adopt a 
customer-centric mind-set; this requires a better understanding of the motivations that drive 
consumer behaviour when they click, swipe, and tap their devices as they engage with a 
particular brand on social platforms. The existing literature further reveals common themes of 
uses and gratifications that have been identified in terms of social media content, which include 
social interaction, seeking information, entertainment, communicatory utility, convenience 
utility, relaxation, and passing the time (Whiting and Williams, 2013:363). However, 
ambiguities remain in understanding the nature of the content used, how to use it to engage with 
customers, and the content deemed most valuable to consumers (Holliman and Rowley, 
2014:270). A proper understanding of the content attributes sought by active consumers on 
social media platforms will reduce the challenges facing brands in delivering effective content, 
promoting engagement, and enabling effective use of the functionality available on social media 
(Strategic Direction, 2015:4). 
 
However, the preferred type of online content and content orientation that drives the greatest 
level of user engagement necessitates further research (Dlamini and Johnston, 2018:201; Joo et 
al., 2018:941; Dolan et al., 2017:3; Ji and Wang Fu, 2013:396). Furthermore, posts provided 
on brand pages in the telematics industry seldom receive high levels of online engagement, thus 
not yet meeting the expectations of certain organisations about consumer engagement or about 
posts going viral. The challenge for brands, particularly in the telematics industry, is to attract 
people’s attention to brand posts and to persuade them to view the content. Furthermore, there 
are uncertainties about the nature of the online content that consumers perceive as valuable; and 
this challenges the effectiveness of the content that organisations place on social media 
platforms, including those in the telematics industry (Holliman and Rowley, 2014:269; Dindar 
and Yaman, 2018:257; Habibi, Hamilton, Valos and Callaghan, 2015:639). Dhir et al. 
(2017:503) argue that only a limited amount of research attempts to understand the motivations 
behind media use (i.e., what needs people gratify by engaging with content on Facebook). This 
gap in the literature underscores the necessity for a study such as this. In addition, there may be 
a perception gap about the value and content gratification factors among different groups, such 
as marketers and consumers (Kachersky and Lerman, 2013:544). Thus this study explores what 
marketers (or Facebook page administrators) should post on brand pages to promote user 
interaction. The study will serve as a guide to developing best practices for digital content in 
the telematics industry by analysing the content that marketing professionals in this industry 
provide on social media platforms, and consumers’ responses to and behaviours concerning this 
content.  
  
METHODOLOGY 
 
This study follows an exploratory research design, using qualitative methods. As this is a 
relatively recent and fast-developing environment about which both academics and companies 
have only limited knowledge, a qualitative exploratory methodology is best suited to fulfil the 
study’s objectives (Tsimonis and Dimitriadis, 2014:332). In order to address the objectives of 
the study, an interpretive analytical stance is taken - applying both a deductive and inductive 
analysis approach. This allows the researchers to better understand people and interpret 
everyday occurrences, experiences, social structures, and the values that people attach to these 
phenomena (Vosloo, 2014:307). Specifically the deductive approach searches for evidence of 
existing theory applied, in this particular case, being the identification and development of 
codes and themes using the uses and gratification principles as guideline, whilst the inductive 
approach is applied with the aim of uncovering new knowledge, not related to any particular 
existing theory, but that emerged from the content analysed.  
 
A non-participant, netnography observation is also used in this study to gain insight into 
consumer reactions to published posts on the brand pages of selected companies. Netnography 
adapts ethnographic research techniques to cultures and communities that emerge through 
computer-mediated communications (La Rocca, Mandelli and Snehota, 2014:691). Online 
behaviour monitoring is facilitated by the social media platform selected for study (Facebook). 
This platform’s terms of service permit the monitoring of consumers’ interactions and the 
content of organisations’ posts anonymously, for research purposes (Kim, Spiller and Hettche, 
2015:8; Luarn, Lin and Chiu, 2015:508). 
 
The content posted by organisations of interest to this study is assessed via inductive and 
deductive thematic analysis. Thematic analysis enables the researcher to identify themes in the 
content published on Facebook by brands in the telematics industry. Furthermore, thematic 
approaches can incorporate both deductive and inductive strategies (Patel, Tarrant, Bonas, 
Yates and Sandars, 2015:419; Burns, Veeck and Bush, 2017:162). Deductive and inductive 
strategies allow for analysis to be explicitly informed by pre-existing theories or frameworks, 
and make it possible for researchers to identify potential new themes or knowledge pertaining 
to the posted content. Deductive and inductive thematic approaches are applied separately when 
analysing the content published by the telematics industry on Facebook and the respective 
responses to this content (primary objective).  
 
First, a review is conducted of Facebook posts by the top telematics brands in South Africa and 
of the reactions and comments received. A deductive approach is applied to the published 
Facebook content and gathered responses. Pre-existing theories and identified codes are 
therefore used to guide the analysis and when exploring the motivational, emotional, and 
behavioural dimensions of consumers’ reactions to a brand’s published content. The researcher 
then conducts a second review of the data using an inductive approach. This approach allows 
the researcher to use open coding that is then refined into new themes or knowledge pertaining 
to the content posted and reacted to by consumers. Induction enables the researcher to establish 
the patterns, consistencies, and meanings that are required to achieve the research objective. 
The possible emergence of research findings that do not fit strictly within the theoretical aspects 
identified from the existing literature (i.e., new knowledge), is therefore identified. Kim et al. 
(2015:8) add that qualitative elements, such as the content type explored in this study, have a 
significant impact on the number of reactions received in the form of ‘likes’, ‘shares’, or 
comments. These are therefore described as manifest variables for customer engagement, and 
have become widely used by researchers to measure consumer responses.  
  
Netnography is used to assess the social media interactions between the published content and 
web users across the relevant social media platform. Netnography therefore aids in providing 
an additional understanding of consumers’ online behaviours on the dominant social media 
platform, Facebook. The results contribute to insights into whether there is synergy between 
what marketing professionals deem to be value-adding content on Facebook, and what 
consumers perceive to be value-adding content.  
 
All codes developed were grouped into themes, which were compared through repetition and 
re-reading by two researchers, before the final sets of themes were established (in both the case 
of the deductive and inductive analysis). The use of two researchers for the analysis assisted in 
ensuring triangulation and the credibility of the final findings, and in the reduction of the 
possible subjectivity of the analysis (Spiggle, 1994) 
 
Sampling 
The authors used a purposive sampling approach, and therefore included the top listed 
companies in the South African telematics industry, that also own a developed brand page on 
Facebook, and that have a relatively high number of fans and level of activity on their Facebook 
pages (Andersson, 2016; Malinga, 2016; Facebook, 2018b; Facebook, 2018c; Facebook; 
2018d, Facebook, 2018e; Facebook, 2018f; Facebook, 2018g). The companies included in this 
study are MiX Telematics (which is made up of the Beame and Matrix consumer brands), 
Tracker, Cartrack, Ctrack, and Altech Netstar (Andersson, 2016). In remaining purposive, 
netnography suggests the review of a total of 200-500 Facebook posts (across telematics 
brands) in order to deduce a meaningful descriptive analysis (Burns et al., 2017:225; Toledano, 
2017:602). A similar approach is adopted in this study: A total of 240 posts are analysed, 
amounting to 40 posts per brand. 
 
FINDINGS AND RECOMMENDATIONS  
 
Deductive findings and recommendations 
An initial deductive review and analysis was applied to the top five telematics brands’ 
(Andersson, 2016) Facebook content, and the respective reactions and comments to the 
Facebook posts. Elements identified from uses and gratification theory guided the development 
of pre-existing codes in the deductive analysis. More specifically, the uses and gratifications 
theory helped to identify possible reasons driving media use in order to thereby develop an 
understanding behind the popularity of the medium, as well as how and why a specific function 
of the medium fills a need or want in users (Dhir et al., 2017:502; Alhabash and Ma, 2017:3). 
The deductive findings and accompanying recommendations per brand are discussed below. 
 
Brand: Matrix publishes content that satisfies two uses and gratifications factors: information-
seeking (such as posts providing details on product and service offerings, including features 
and product names) and entertainment (such as occasional content with empowering and 
inspiring quotes for Women’s Day). The uses and gratifications factors present among written 
responses included self-expression (such as customer service complaints), entertainment (such 
as participation with incentive-driven content), and information-seeking (such as customer 
enquiries about product offerings and use). 
 
The Matrix brand publishes a variety of content; a minority of the posts reside within the factors 
of Entertainment and Information-seeking, with the majority of the posts falling within the 
inductive themes of Relevance – Technology, Safety, Education, Engagement – Incentive 
  
(competitions and survey participation), Relevance – General (changes in fuel price), 
Emotional, and Story Telling. However, consideration must be given to individual audience 
preferences about the content; while the information-seeking type content is published the least, 
it elicits the highest engagement rates from the brands’ Facebook audience (2,600 ‘likes’, two 
‘loves’, one ‘wow’, and one ‘share’).  
 
Although information-seeking content works well for the Matrix brand, the frequency of its 
posts must be monitored and optimised to ensure its differentiation from competing brands who 
also publish content within the information-seeking factor. Providing consumers with 
discounts, sales, and Facebook-exclusive product-related content, for example, can be an 
avenue to differentiate content from its competitors, and still satisfy the uses and gratifications 
factor of ‘information-seeking’. 
 
Brand: Beame publishes content satisfying two dominant uses and gratifications factors: 
entertainment (from road-related humour such as memes about car wash experiences, to 
occasional content aimed at appealing emotionally to followers about Women’s Day) and 
information-seeking (offering- and service-related content such as features and product names, 
links to value-added services, product pricing, and customer testimonials). The uses and 
gratifications factors present among written responses included self-expression (related to 
customer service complaints), entertainment (good wishes and greetings to the brand in 
response to public holidays/special days), and information-seeking (customer enquiries about 
product offerings and use). 
 
Unlike Matrix, the Beame audience do not engage as much with content in the uses and 
gratifications factor of information-seeking. However, given that Beame strikes a balance 
between these factors and inductive themes in terms of publishing frequency, there should be a 
review of the number of information-seeking posts to achieve a more satisfactory number.  
Furthermore, Facebook allows brands to learn about their target audiences and to understand 
their interests. Given the response to information-seeking type content, the brand should use 
Facebook to generate new product ideas and innovations. 
 
Brand: Cartrack publishes content satisfying uses and gratifications factors. A dominant factor 
is information-seeking (offering- and service-related content, performance and growth, social 
initiatives, and contact details/locations). This is followed by convenience (related to the 
purchase of product offerings) and entertainment (occasional content – i.e., country-specific 
public holiday and special day type messaging, such as an encouraging image and quote for 
Women’s Day). The uses and gratifications factors present among written responses included 
self-expression (customer service complaints and brand praise), convenience (related to 
purchasing enquiries), and information-seeking (customer enquiries about product offerings 
and use). 
 
Overall, Cartrack focuses primarily on providing consumers with information-seeking type 
content, and largely receives negative written responses in the form of customers’ service-
related complaints. However, Cartrack is urged to differentiate itself from its main competitors 
and to avoid communicating similar topics on their Facebook page. Carter (2018) states that a 
brand should share content that is relevant to its industry, that aligns with its company’s ethics, 
and that highlights the brand’s purpose. A suggestion is to create alternative themes of content, 
such as trending how-to posts (in which the brand introduces a problem, offers a solution, and 
then discusses each step to reach the desired result); e.g., how to change a car tyre, how to park 
like a pro, or how to find the right car for your needs, family, and pocket. Authentic interactive 
  
content is also recommended, such as polls, questions, or quizzes that challenge the consumer 
and encourage them to participate in the conversation; for example, the brand could ask 
followers their opinions on rating product features or new vehicle safety demands that they 
would like to see in the future. 
 
Brand: C-Track. Dominant uses and gratifications factors include information-seeking (such 
as posts about offering- and service-related content, organisational restructuring, and product 
launches) and entertainment (related to occasional content such as festive and holiday season 
messaging). The uses and gratifications factors present among written responses included self-
expression (customer service complaints) and information-seeking (customer enquiries about 
product offerings and use). 
 
C-Track experiences a consistently low level of engagement across its posts. Marketers should 
consider identifying aspects of the brand that are inherently social, and create content that 
people will be excited to pass along. Furthermore, increasing the brand’s weekly posting 
frequency to between three and five times a week would help to stimulate more conversation. 
The use of scheduling tools such as Hootesuite would be beneficial. Given the Facebook 
algorithm that reduces the amount of business content shown on users’ newsfeeds, brands need 
to designate more time to engage their existing audiences. It is suggested that the brand respond 
timeously to all comments, monitor messages, and regularly review content and reactions 
received to ensure its alignment with consumers’ preferences.  
 
The brand further experiences negative engagement from consumers in the form of disgruntled 
customer feedback. Timeous and helpful community management and customer service-related 
resolutions are required. Establishing a unique brand voice is one of the best ways to unify a 
brand and connect with audiences. A suggestion would be for C-Track to develop overall brand 
standards, formulate the message it wants to put across and what it wants its audience to 
perceive about the brand, and relay the selected tone (e.g., friendly, conversational, and 
positive) across the content it publishes and related responses.  
 
Brand: Altech Netstar. Identified uses and gratifications factors include information-seeking 
content such as contact details, value-added services, discounts available to customers, 
company events, and links to websites. The uses and gratifications factors present among the 
written responses included self-expression (customer service complaints) and information-
seeking (customer enquiries about product offerings). Altech Netstar experiences high levels of 
engagement on information-seeking type content it publishes (351 ‘likes’, five ‘shares’, and 
one comment). However, as discussed with Cartrack, publishing content related to product 
offerings does not act as a sufficient differentiator from competing brands that discuss similar 
content. 
 
For Altech Netstar, it is recommended that the brand consider the social media ‘rule of thirds’ 
in its content mix, in which the bulk of its social media posts are aimed at educating, informing, 
and entertaining followers, and the rest directly promote the brand itself. This is due to the 
implications of Facebook’s algorithm for brands needing to build relationships. The social 
media ‘rule of thirds’ requires that one-third of the published content shares ideas and stories; 
one-third should involve personal interactions with followers; and the remaining third should 
aim to promote the brand/offerings. 
 
Brand: Tracker. Dominant uses and gratifications factors included information-seeking (such 
as contact details, company performance, product offerings, and features), while the uses and 
  
gratifications factors present among written responses included self-expression (customer 
service complaints) and information-seeking (customer enquiries about product offerings and 
features). Forming the bulk of the published content, information-seeking related content is the 
most engaging, with a single post found to yield 56 ‘likes’ and 26 ‘shares’. However, in 
differentiating the brand, and in driving effective and engaging content, Tracker must consider 
creating more Engagement-type posts that would include quality content focused on sparking 
conversations between users. Tracker could include questions in posts, and could consider 
creating Relevance-type content on timely, relevant topics on which users are sure to have an 
opinion. Tracker should drive comments by publishing content that inspires users to tag their 
friends in comments and start a conversation, whether it is humour-related or to receive a 
discount on product offerings. Imagery, captions, and coming across to users as a trustworthy 
source are also important factors in encouraging engagement. 
Inductive findings and recommendations 
The researcher employed a second review of the data using an inductive approach. The 
inductive approach allowed the researcher to identify potential knowledge pertaining to the 
content posted and reacted on by consumers. It also enabled the researcher to establish the 
patterns, consistencies, and meanings required to achieve the research objective. The inductive 
findings and accompanying recommendations per brand are discussed below. 
 
Brand: Matrix. New themes that emerged from the published posts and written responses that 
did not match the uses and gratifications factors included: Relevance – Technology, Safety, 
Education, Engagement – Incentive (competitions and survey participation), Relevance – 
General (changes in fuel price), Emotional, and Story Telling. New inductive themes from the 
written responses included: Brand Responses – Community Management, Brand Responses – 
Customer Service, Customer Responses – Incentive-Driven, and Customer Responses – 
Engagement. 
 
While content within the inductive theme of Relevance – Technology was identified as possible 
brand-association / brand-building content, it experienced a low level of consumer engagement 
(two ‘likes’). A shift from merely describing car developments to the incorporation of questions 
or requests for consumer opinions and the use of polls to drive better responses to these posts 
is suggested. Unlike ‘spammy’ or ‘clickbait’-type content, Facebook rewards brands that create 
content that drives discussion. For example, in using a poll, brands can drive engagement from 
audiences on a preferred topic, while letting consumers lead the way in terms of discussion. 
 
Brand: Beame. Themes emerging from the inductive approach included: Relevance – 
Technology, Engagement – Incentive (competitions), Relevance – General (vehicle crime-
related news, changes in fuel prices), Light-heartedness, Emotional, and Story Telling. 
Inductive themes identified in written responses included: Brand Responses – Community 
Management and Customer Service, and Customer Responses – Incentive-Driven Engagement. 
The use of incentives and giveaways suggests an attempt to drive participation. This is evident 
from the most engaging content for the Beame audience emerging as the uses and gratifications 
factor of entertainment and the inductive theme of Engagement – Incentive-driven content. In 
order to ensure that the Beame audience is authentic and is not only drawn to the page for 
competitions and giveaways, moderation of such content is advised. 
 
Brand: Cartrack. Themes emerging from the inductive approach included: Relevance – 
General (changes in fuel price) and Company Showcasing. Inductive themes identified in  
written responses included: Brand Responses – Community Management and Customer 
  
Service, Customer Responses – Incentive-Driven Engagement, and Friend Tagging. Cartrack 
focuses largely on information-seeking content and a small amount of company showcasing 
content about company achievements, with limited inductive themes about non-promotional 
content. Intense competition, and the similarity of the offerings provided by the various brands, 
cannot be considered as an advantage over competitors. Being overly promotional can have 
consequences; for example, Sprout Social (2018) reported that 57.5% of social media users said 
that posting too many promotions was the most annoying action on the part of brands. 
Therefore, it is essential for brands to create compelling content that is entertaining and helpful 
to users, and that further highlights the brand’s values by creating a page that is unique to the 
brand. 
 
Cartrack currently creates a greater awareness of the brand’s mobile app through its posts. By 
introducing new experiences to this type of content, such as allowing for driver behaviour to be 
reported on the app and shared on Facebook (in the form of posts), the brand could reward good 
drivers with prizes and announcements on Facebook; this could generate more interaction and 
customer reviews/feedback, and promote a greater adoption of the brand’s offerings. 
Furthermore, timeous responses and solutions to customers’ service-related enquiries could be 
a form of customer review for non-customers visiting the page, or those considering purchasing 
from the brand. 
 
Brand: C-Track. Themes emerging from the inductive approach included: Relevance – Sport 
(e.g., the SA Car Rally), Education, Safety, Relevance – General (changes in fuel price), and 
Company Showcasing. Inductive findings identified in written responses included the themes 
of Brand Responses – Community Management and Customer Service, Customer Responses – 
Incentive-Driven Engagement, and Friend Tagging. 
 
Ctrack is found to promote sporting content related to the SA Car Rally. Setting benchmarks 
and gathering learnings from brands such as Qatar is suggested. Although unrelated to the 
telematics industry, Qatar posts a number of pictures about football because it is what their fans 
care about. Interaction with consumers is in turn driven in the posts through the use of questions 
directed at fans, thus stimulating two-way engagement. Qatar also regularly updates its cover 
images as an additional measure to promote its selected content themes. The use of alternative 
content media formats such as gifs or video is recommended. For example, instead of creating 
an image promoting product launches, a gif or video with the same messaging can be developed. 
Alternatively, a poll engaging consumers on their reviews and opinions of predictions about the 
SA Car Rally, for example, can be incorporated. 
 
Brand: Altech Netstar. Themes emerging from the inductive approach included: Education, 
Safety, Engagement – Incentive-driven (competitions), Engagement – Polls, Relevance – 
General (e.g., the budget speech), Emotional, and Story Telling. Inductive themes among the 
written responses included: Brand Responses – Community Management and Customer 
Service, and Customer Responses – Incentive-Driven Engagement. Altech Netstar uses a 
variety of content media. A suggestion would be the increased use of polls to drive engagement, 
as well as experimentation with placing content on Facebook Stories, or the creation of 
Facebook Events that allow for the use of a combination of videos, photos, and other creative 
tools. Altech Netstar publishes posts about business events; therefore, as a suggestion, the use 
of Facebook’s event functionality would enable the brand to set up and post on an ‘event’ to 
which it can invite guests (followers), upload photos directly related to the event, add a cover 
photo or video, ‘share’ posts, edit event details, and thus directly monitor the level of interest 
and attendance indicated by consumers. 
  
Brand:Tracker. Themes emerging from the inductive approach included: Safety, Education, 
Relevance – Sport, Engagement – Incentive (competitions), Relevance – General (changes in 
fuel price), Light-heartedness, and Company Showcasing. The uses and gratifications factor 
identified from the written responses was Brand Responses – Community Management and 
Customer Service. It should publish content that drives more reactions (‘like’, ‘love’, ‘wow’, 
‘haha’, ‘sad’, ‘angry’). The brand can share customer testimonials and heart-felt content that 
falls within the inductive theme of Emotion to facilitate the required responses further. 
Netnography findings and recommendations 
Lastly, netnography was applied to the identified deductive and inductive themes in order to 
observe and analyse the engagement and reactions of consumers as they use different Facebook 
features. These features included Facebook’s reaction buttons, comment, and ‘share’ 
functionality, as well as feedback comments to content published by the telematics brands. 
Netnography provided an additional understanding of consumers’ online behaviours on the 
dominant social media platform, Facebook. The results contributed to insights into whether 
there is a synergy between what marketing professionals deem to be value-adding content, and 
what consumers perceive to be value-adding content on Facebook. From such insights, relevant 
recommendations can be made to brands in the telematics industry about the type of content 
that appears to add the most value for both the consumer and the company, as revealed by these 
reactions to the different content. The netnographical findings are discussed below, suggesting 
how these findings contribute to the study’s objectives, and is followed by recommendations. 
 
Brand: Matrix. The uses and gratifications factor of information-seeking content yielded the 
highest engagement from followers, receiving up to 2,600 ‘likes’, two ‘loves’, one ‘wow’, and 
one ‘share’. This was followed by entertainment content receiving 24 ‘likes’, two ‘loves’, and 
two ‘shares’. The inductive themes of Relevance – Technology content, such as car 
developments, experienced a low level of consumer engagement (two ‘likes’) with engagement 
– incentive type content receiving higher levels of engagement (611 ‘likes’, two ’loves’, and 
five ’shares’). 
 
Given the nature of the platform, Facebook’s algorithm that controls the ordering and 
presentation of posts ensures that users see what is most relevant to them. Consequently, brands 
are challenged to drive more authentic interactions; this requires the regular review of provided 
content to ensure the future creation of quality content that drives real interactions, reactions, 
and ‘shares’. The brand publishes content primarily using jpeg and gif formats. 
Experimentation with various types of post media, such as videos and gifs, is recommended 
because it seems to drive higher engagement and interactions from users than any other type of 
content on the platform. Furthermore, increasing brand responses across posts can further 
improve consumer engagement. For example, brands can thank consumers for opinions shared 
on engagement posts instead of only responding to queries related to customer service or 
product offerings. 
 
Brand: Beame. The uses and gratifications factor of entertainment content yielded the highest 
engagement (with one particular post gaining 918 ‘likes’, 18 ‘loves’, one ‘wow’, nine ‘shares’, 
and 10 positive comments), followed by information-seeking posts receiving 26 ‘likes’ and two 
‘shares’. The new inductive theme of Engagement – Incentive-driven posts received up to 628 
‘likes’, seven ‘loves’, and 17 ‘shares’, while examples of Light-heartedness received 29 ‘likes’ 
and four ‘shares’. 
 
  
Interaction keeps people connected. Building communities by responding to written responses 
(not only customers’ service-related enquiries) and reacting to consumer comments (such as 
‘like’ and ‘love’ reactions) is suggested. Furthermore, the addition of relevant calls-to-action, 
such as signing up for a newsletter upon which a consumer could redeem a discount voucher 
code, could benefit both the brand and its consumer. Nurturing existing fan bases is 
recommended, which could be achieved by keeping content relevant to and comfortable for 
consumers, and rewarding consumers for their loyalty through exclusive product-related deals 
and promotions. Beame could also stimulate conversations with its consumers by offering 
information-seeking type content in a less intrusive way. For example, Beame could create an 
‘offers’ tab on its Facebook page, where fans get information on special deals. 
 
Brand: Cartrack. The uses and gratifications factor of information-seeking content received up 
to 33 ‘likes’, three ‘loves’, 11 ‘shares’, and 22 comments in total (both positive and negative). 
The inductive theme of Relevance – General trends (related to fuel updates) received 31 ‘likes’, 
one ‘love’, one ‘wow’, eight ‘shares’, and one positive comment in which a consumer engaged 
directly with the content published by the brand. Facebook allows brands to generate awareness, 
drive consideration (e.g., by sending users to websites or apps), and drive engagement 
(encourage comments, page ‘likes’, ‘shares’, event responses, and offer claims). In doing so, a 
combination of direct and indirect product-related content is required. That is, although the goal 
of a business on Facebook might be to generate leads that become customers, brands must have 
immediate engagement goals for each post it publishes. In achieving this, Cartrack could 
combine the use of polls, direct content such as sharing links to downloadable offers (e.g., 
whitepapers hosted on its website), or indirect content (e.g., non-promotional images, blog posts 
relating to industry movements, YouTube videos on vehicle-related reviews, or related third-
party content such as SA’s top 10 safest cars of the year). 
 
Prior to selecting new themes of content, the brand must consider the audiences that are 
available on the platform for targeting, as well as its goals for being active on the platform. 
Facebook has 83% female-identified consumers (Sprout Social, 2018), which presents an 
opportunity for Cartrack to target and attract female audiences, and build affinity through 
engagement, with the goal of converting newly targeted audiences into paying customers. 
 
Brand: C-Track. Netnography findings reveal that engagement levels remain low across all 
posts, with the most engaging posts falling within the information-seeking category (16 ‘likes’, 
17 ‘shares’, and two comments). Inductive themes of education and safety content also emerged 
as popular content, with a single post yielding 13 ‘likes’, six ‘shares’, and one positive 
comment. A post within the inductive theme of Relevance – Sport (the SA Car Rally) yielded 
only five ‘likes’.  C-Track can drive engagement through the use of incentives and Facebook’s 
comment and tagging functionality. Being in vehicle telematics, C-Track is noted as having 
published brand association content discussing safety and vehicle- and driver-related education. 
In driving engagement levels in brand-association-type content, the brand could ask followers 
to share stories about someone with whom they would like to be safely reunited after a long 
drive home, tying it to the safety nature of the offering. Tagging someone else in a post can also 
be a great way to help get the word out about a timeline contest. 
 
Brand: Altech Netstar. The uses and gratifications factor of information-seeking was the most 
engaging type of post, receiving 351 ‘likes’, five ‘shares’, and one comment. The inductive 
theme of Relevance – General Trends (discussing the country’s newly released budget speech 
and implications) also emerged as a popular theme, yielding good engagement from consumers. 
  
In total, the post received 337 ‘likes’, 10 ‘shares’, and one positive comment. This was followed 
by Engagement – Polls Enticing Posts, which resulted in 16 votes, four ‘likes’, and two ‘shares’. 
 
To improve the engagement with posts, Altech Netstar needs to consider Facebook’s algorithm 
that controls what appears on users’ newsfeeds. Another implication is that posts do not appear 
in chronological order. Brands therefore have the best chance of making it to the top of 
followers’ news feeds when it publishes while its audience is most active. To improve the 
brand’s reach and engagement levels across posts, the brand should review engagement data 
along with audience insights, which is available under the brand’s Facebook Page ‘insights’ 
tab. This will help the brand to determine the optimal posting times (e.g., Thursday or Friday 
from 1 to 3 pm). 
 
Brand: Tracker. The uses and gratifications factor of information-seeking had the most 
engaging content, with a single post yielding 56 ‘likes’ and 26 ‘shares’. The inductive theme of 
Relevance – General Trends yielded 10 ‘likes’, one angry, and six ‘shares’, and the inductive 
theme of Relevance – Sport Content (cycling) generated eight ‘likes’ and two ‘shares’. As seen 
with previous brands, Tracker’s Facebook page is used as an outlet for customer service 
complaints, where consumers explicitly communicate their frustration, dissatisfaction, and 
anger with service and brand interactions. Ensuring that the brand responds timeously and 
positively engages the customer is key. This is important particularly because other users of the 
platform can see the conversation, which could in turn influence brand perceptions, potential 
new customers, and overall consumer engagement. 
 
Summary of findings 
The framework presented below (Figure 1) captures the findings described above, highlighting 
the key inductive and deductive themes and factors of uses and gratifications that were 
identified from the collected data (on the left). These include the inductive themes of 
Relevance- – Technology, Relevance – General Trends, Relevance – Sport, Engagement – 
Incentives, Engagement – Polls, Education, Safety, Company Showcasing, and Story Telling, 
as well as the deductive factors of information seeking, entertainment, and convenience. This 
framework also highlights the key netnographical findings that revealed the most engaging 
content – namely, the inductive (new knowledge) theme of Engagement – Incentives, and the 
deductive factors of information seeking and entertainment. Furthermore, the emergence of 
Facebook as a customer service channel for brands in the telematics industry is illustrated, such 
that the platform is increasingly being adopted as a tool facilitating business/customer 
interactions and as an advantageous platform for customer care.  
 
 
 
 
 
 
 
 
 
  
FIGURE 1: FRAMEWORK SUMMARISING THE MAIN OBJECTIVE AND FINDINGS OF 
THE STUDY 
 
MANAGERIAL IMPLICATIONS 
 
Discrepancies in the perceptions about which content provides gratification to consumers 
highlight that each brands’ audience has unique preferences for the content they seek, based on 
the levels of engagement observed. Research confirms that, while marketers are focused on 
posts that teach, tell a story and inspire, consumers are looking for discounts and sales, posts 
that showcase new products, and services and educational content (e.g., content on how to use 
a product) (Sprout Social, 2018:9). However, while offering content on discounts or product 
incentives might be popular for driving engagement, building strategies solely around deals and 
promotions is not sustainable, and does not build long-term relationships with the target 
audiences (Sprout Social, 2018:11). Dolan et al., (2016) suggests that, while active engagement 
such as comments or reactions might not be as evident in informational content in particular 
(i.e., information-seeking and learning), engagement is most likely to manifest through passive 
human-message interaction, such as consumers reading messages and details, clicking on links, 
viewing websites, and spending more time on certain pages. Yet, in the telematics space, 
consumers engaging with published brand content are found to engage the most with categories 
of content that fall within the themes of Information Seeking (as long as the brand does not 
focus solely on information-seeking content), Entertainment, and Engagement – Incentive 
  
Driving content. This is further confirmed by Gümüş (2017:3), who highlights that the primary 
drivers causing consumers to unfollow or disengage with brands include over-sharing 
promotional and unrelated content, and excessively formal firm and marketing-advertising 
messages. 
 
Plume et al. (2017:16) argue that the introduction of social media platforms has led to 
consumers being empowered to express themselves in ways previously not possible, and in so 
doing, having the power to affect reputations and thus the relationships and perceptions brands 
have with other consumers. With regards to written responses received from customers, the 
deductive analysis revealed self-expression, information-seeking, and entertainment as popular 
factors. Self-expression pertaining to users expressing their own thoughts, feelings, or ideas 
includes examples of written responses such as customer complaints from disgruntled and 
dissatisfied consumers. Customers primarily used brand pages as an outlet to voice their 
frustrations through written responses to posts published by brands. This finding is consistent 
with findings by PwC (2018), who state that social media platforms have provided brands with 
an opportunity to address and deliver on customer service-related conversations, but cautions 
brands to respond using individual responses and not sending the same reply to all. 
 
FIGURE 2: THEORETICAL CONTRIBUTION OF THE STUDY 
 
LIMITATIONS OF THE STUDY, AND FUTURE RESEARCH 
 
Due to budget and time constraints, the research focused only on the top five players in the 
South African telematics industry. Knowing the limitations of this research, it is recommended 
that a similar study be conducted across industries and brands to develop more comprehensive 
insights, and to validate its findings through the testing of inductive findings in different 
  
industries. Given the qualitative nature of the research, the following inherent limitations, as 
presented by Skovdal and Cornish (2015:9) and Pistrang and Barker (2012:6), are 
acknowledged in this study: 
 
 It is rarely appropriate to test hypotheses using qualitative methods, because a qualitative 
approach embraces different views and perspectives. 
 Due to their small sample sizes, knowledge produced from qualitative studies is not easily 
generalisable, nor does it lend itself to other people or settings.  
 Interpretations of data are based on pre-conceived ideas about the topic; therefore, findings 
are not objective truths, but are carefully formed and shaped by the researcher. 
 Researcher bias can bias the design of a study and/or its data collection. 
 
Furthermore, the study analysed public content that is visible across brands’ Facebook pages. 
Insights into possible deleted posts are not available; neither are insights into other marketing 
initiatives run by the brands during that period, which aimed at possibly driving traffic to the 
social media platform for the purposes of engaging with the brand. This lack of data can 
influence insights into engagement levels. More generally, there is scope for further research 
into the strategic planning and evaluation of social media content marketing activities and user 
behaviour. To support both theory development and the development of effective practice, 
further research in the following areas is called for: 
 
 Uses and gratifications of consumers who interact with South African brands on Facebook, 
as well as various social networking platforms such as Instagram, across industries. 
 Brands’ key performance indicators and objectives for interacting on Facebook, which 
could influence the type of content published by brands. 
 The influence of frequency, media type, and time published of posts on the level of 
engagement received. 
 The influence of Facebook boosting as a paid initiative, which allows brands to sponsor 
selected posts to drive higher engagement levels, reach, or conversations. 
 
Finally, social media are a rapidly developing field, such that many of the specifics of social 
media platform functionality, content published, and its evaluation are likely to change with the 
evolution of technologies and the behaviours of social media users. Although the overarching 
framework developed in this research, and the associated challenges, are likely to remain 
relevant for future social media content marketing practice, there is a general need for 
continuing research into social media strategies and their impact. 
 
**This research article was compiled from a completed and published Master’s dissertation at 
the University of Johannesburg.  
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